Small and medium-sized enterprises (SMEs), particularly in developing countries
INTRODUCTION
At a time when technology adoption, especially e-commerce, has changed the tourism industry's distribution structure (Goldmanis, Hortaçsu, Syverson, & Emre, 2010) , the adoption of new information technologies provides SME (small and medium-sized enterprise) travel agents with opportunities for reintermediation in the retail market (Álvarez, Martín, & Casielles, 2007; Patricia, 2008) . Previous research indicates that the survival of SME travel agents can be greatly enhanced by the diffusion of e-commerce (Bennett & Lai, 2005; Gammack, Molinar, Chu, & Chanpayom, 2004; Hamed, 2003; Patricia, 2008; Raymond, 2001) , and that the extent and nature of its adoption is uneven across
